The purpose of this research is to (1) 
INTRODUCTION
In the current global era, business development is increasing rapidly. The increasing of the business world of a country shows a good economic condition. The impact makes the market become more widespread and opportunities are everywhere. However, on the contrary, the competition becomes increasingly tight and unpredictable. This condition requires the company to create a competitive advantage of its business in order to be able to compete on an ongoing basis. Companies that want to grow and gain competitive advantage should be able to provide products in the form of quality goods or services and good service to customers so that customers feel satisfied. Modern marketing today is no longer merely to market quality products, sell products at low prices and put products that are easily reachable to consumers. Competition in the business world increasing sharply. This can be seen from the number of similar products with the same benefits offered in the market that can threaten the continuity of the company's products.
Realizing the increasingly competitive level, Cekeran Midun which is a culinary business do not want to be outdone by its competitors. By choosing a trade mark "ceker" (chicken feet) as a processed menu in the middle of a trend that most culinary oriented on international food but the owner of this Cekeran Midun has a very creative idea by looking at opportunities because a number of people who like this cekeran menu, because chewy, tasty processed chicken feet are commonly found in soup or a bowl of meatball noodles. Cekeran Midun also provides the best quality of products for its customers. This is done to attract the attention of customers in order to always provide a good brand image to Cekeran Midun, so that customers keep their loyalty to the products offered by Cekeran Midun itself.
Brand Image is very important for business in this culinary field for business continuity. Cekeran Midun is highly recommended to pay attention to the quality of its products, so that customers can be loyal to the products offered. Another advantage gained when brand image and quality of product are good. It certainly can be a means of free advertising. Loyal customers of Cekeran Midun will tell others therefore they are interested to try the products that are in Cekeran Midun and become loyal customers as well.
Loyalty affects many marketing activities, one of which is sales. Sales are an important factor in marketing activities that will raise the company's name. At this time, the company is more focused on maintaining old customers and capturing new customers. Moreover, the current global crisis, companies must start a good Vol. 16, No. 1, June 2017
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The success or failure of the marketing mix strategy depends on the consumer's response to the product offered by the company. In general, the consumer decision process of a product occurs when arising from the desire on themselves. This can change with consideration in using one of the elements contained in the marketing mix of brand image products (Enden Novita Dewi, 2013: 40) .
A brand needs an image to communicate to audiences, in this case its target market of the values contained therein. For companies, image means public perception of the company's identity. This perception is based on what the community knows about the company in question. Therefore, companies that have the same business field does not necessarily have the same image in the presence of people or consumers. According to Kotler and Keller (2009:260) , perceiving Brand Image is the process by which a person chooses, organizes, and interprets information input to create a meaningful picture. According to Tjiptono (2008:49) , the definition of brand image is a description of the association and confidence of a consumer to a particular brand. Kotler and Keller (2009: 419) suggests there are four main things that must be considered in a brand, namely: 1. Recognition, which is the level of familiarity of a brand by consumers, if a brand is not known, then the product with the brand must be sold by relying on a cheap price. 2. Reputation, which is the level or status of a brand, because it is more proven to have a good track record. 3. Affinity, which is an emotional relationship that arises between a brand and its customers. A product with a brand favored by consumers will be easier to sell, and a product that has a high perceived quality will have a good reputation. 4. Domain, concerning the wide scope of a product that is willing to use the brand in question.
Based on the description above, the brand image is the consumer's understanding of the brand as a whole which is not solely determined by how good the name of a product is, but also how to introduce the product in order to become a memory for consumers in forming a perception of a product.
In addition to brand image that can increase customer loyalty to a company, product quality is also a point in improving customer loyalty. Product quality according to Kotler and Keller (2009:49) is the overall feature of a product or service on the ability to satisfy the stated/ implied needs. Meanwhile, according to Lupiyoadi (2013:212) , the quality of the product shows the extent to which the product (service) meet the specifications.
According to Tjiptono (2008) , quality reflects all dimensions of product offerings that generate benefits for customers. The quality of a product in the form of goods or services is determined through dimensions, including: 1. Performance, related to the basic operating characteristics of a product. 2. Durability, which means how long or the age of the relevant product lasts before the product must be replaced. The greater the frequency of consumer use of the product the greater the power of the product. 3. Conformance to specifications, which is the extent to which the basic operating characteristics of a product meet certain specifications of the consumer or the absence of defects in the product. 4. Features: product characteristics designed to improve the function of the product or increase consumer interest in the product. 5. Reliability: the probability that the product will work satisfactorily or not within a certain period of time. The less likely the occurrence of damage then the product is reliable. 6. Aesthetics, related to how the product looks. 7. Perceived quality, is often the result of the use of measurements made indirectly because there is a possibility that consumers do not understand or lack information on the product concerned. 8. Service ability, including speed and ease of repair, as well as the competence and hospitality of service staff.
Based on several definitions above, product quality is a level of good or bad the consisting of all factors attached to the goods or services. Therefore, the goods have the ability to be used as desired by the consumers of the product. Basically an improvement in product quality requires an improvement that involves everyone in the company to improve better results. Therefore required a high quality product so that customer satisfaction can be fulfilled. It is a big responsibility for the company to ensure its products meet customer needs.
A company is required to find and build a management system that is able to professionally retain its customers, the company is required to be able to cultivate their competitive advantage through creative, innovative and efficient efforts. Thus, they become the choice of many customers who in turn are expected to be loyal consumers. Having consumers are the ultimate goal of all companies.
According to Gremler and Brown in Ali Hasan (2008:83) , customer loyalty is a customer who not only repurchases goods and services, but also has a positive commitment and attitude toward the service company, for example by recommending others to buy. Meanwhile, according to Engel, Blackwell, Miniard in Ali Hasan (2008: 84) suggests that customer loyalty is a habit of repetition behavior of purchase, linkage and high involvement in choice, and characterized by the search for external information and alternative evaluation.
From these descriptions, customer loyalty is an attitude that encourages behavior to purchase products/services from a company that includes aspects of feelings in it, especially those who buy regularly and repeatedly with high consistency, but not just repurchase goods and services, but also have a commitment and a positive attitude toward the company that offers the product/service.
Several studies have suggested mixed results regarding the effect of brand image and product quality on customer loyalty. Brand image affects customer loyalty expressed by Yudhya (2017) Chao, et.al. (2015) ; Hung (2008); Wu, et.al. (2011); Ulusua (2011) ; As well as corporate image is one of the variables that affect customer loyalty (Rai and Srivastava, 2012) . While other research suggests that brand image affects customer loyalty if through intervening variable of customer satisfaction (Zhang, 2015 and Tu, et al., 2012) . While research by Thakur and Singh shows brand image has a good effect on customer satisfaction and customer loyalty. This research will be conducted to find out: 1) The brand image, product quality, and customer loyalty at Cekeran Midun Cikutra Branch, 2) The influence of brand image and product quality on customer loyalty at Cekeran Midun Cikutra Branch.
METHODS
The method used in this research was descriptive associative. Analytical methods used were (1) descriptive method and (2) multiple linear regression analysis method. In descriptive method, the data will be classified referred to the provisions proposed by Suharsimi Arikunto (2002: 354-356 ) whose range of scores are searched with the following formula:
RESULTS
To be able to create a good product image the company needs to apply four main things that must be considered in a brand: Recognition, Reputation, Affinity and Domain.
The results of scoring in Table 1 showed that in total, Brand Image is in the category of "agree" with the score of 2,649. The total score of Brand Image is in the range between 2,366.4 -2,922.2 which falls in the "agree" category, as the four dimensions that make up the brand image which are Recognition, Reputation, Affinity and Domain, reach the average in the "agree" category. This fact gave an indication that the community or the customers agreed with the brand image created by Cekeran Midun or even more enhanced of the four dimensions of this brand image. The lowest dimension were affinity and domain, meaning the manager needed to improve the life style, the level of equality between the customer's perception with the product offered, the scope of product use and similar product type with the brand of Cekeran Midun.
The quality of a product either in the form of goods or services is determined through its dimensions. Product quality dimensions are Performance, Durability, Conformance to specifications, Features, Reliability, Aesthetics, Perceived Quality and Serviceability.
The results of scoring in Table 2 showed that the total Product Quality is in the category of "agree" with the score of 5,567. The total score of Product Quality is in the range of classification criteria between 4,694.4 -5,826.2 which falls in the "agree" category, as the eight dimensions that make up the Product Quality which are Performance, Durability, Conformance to specifications, Features, Reliability, Aesthetics, Perceived Quality and Serviceability reach the average in the "agree" category. This fact gave an indication that the community or the customers agreed with the quality of products offered by Cekeran Midun or even more enhanced of the eight dimensions. The lowest indicator was the taste and nutritional content of Cekeran Midun. Managers needed to improve the taste and nutritional content of their processed products, so that the quality of the products increased.
A company is required to find and build a management system that is able to professionally retain its customers. The company itself is required to be able to cultivate their competitive advantage through creative, innovative and efficient efforts. Thus, they become the choice of many customers who in turn are expected to be loyal consumers. Having consumers are the ultimate goal of all companies.
Score Range = Highest Score -Lowest Score
Total Classification
Information: Highest score = number of respondents x highest weight x number of items. Lowest score = number of respondents x lowest weight x number of items.
Multiple regression analysis was used to determine the effect of Brand Image and Product Quality on customer loyalty to know the effect of the used calculation coefficient of determination.
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The results of scoring in Table 3 showed that in total, Customer loyalty is in the category of "agree" with the score of 1,743. The total score of Product Quality score is in the range between 1,479 -1,826 which falls within the "agree" category, as the five indicators reach the average in the "agree" category. This fact gave an indication that the public or the customers agreed to be loyal customers at Cekeran Midun or even further enhanced each of its indicators to increase the number of loyal customers to Cekeran Midun. The lowest dimensions score were the creation of prospects and buying outside the product and service lines. This are ingredients for managers of Cekeran Midun to improve, for example by innovating in taste, adding nutritional content, as well as developing new products that follow the lifestyles and anticipate the development of competitors.
Multiple linear regression equation was used to find out how far the influence of brand imgae and product quality of Cekeran Midun to customer loyalty.
Based on Table 4 then it is known that multiple linear regression equation is:
The correlation between Brand Image, Product Quality and Customer Loyalty is 0.483 and is in the range of 0.40 -0.599. It has moderate relationship. Partial correlation is shown in Table 5 . A. X 1 towards Y is 0.268* that means the brand image has a low level of relationship to customer loyalty of Cekeran Midun B. X2 towards Y is 0.482 that means that the product quality has a moderate level of relationship to customer loyalty of Cekeran Midun.
The coefficient of determination was used to determine the effect of Brand Image and Product Quality on Customer Loyalty (Table 6) .
Based on Table 6 , the determination coefficient is 23.32%. This is the role of Brand image and product quality on customer loyalty. While the remaining is 76.68% influenced by other variables not examined in this study. For example, the high competition of similar products, different customer tastes, low customer buying interest.
To know whether there was a significant effect of brand image and product quality on customer loyalty shown in Table 7 .
Based on Table 7 , it is obtained: (a) The level of Brand Image offered by Cekeran Midun had no significant effect on customer loyalty, (b) Product Quality offered by Cekeran Midun had significant influence on customer loyalty because tcount = 4,208.
Brand image had no direct effect on customer loyalty. This result was contrary to Yudhya's research (2017); Chao, et.al. (2015) ; ; Wu, et.al. (2011); Ulusua (2011) , because it was suspected that there was a variable between customer satisfaction as stated by Zhang (2015) that brand image exerts no direct influence on customer loyalty, but it can impact on customer loyalty via customer satisfaction. So does Tu, et. al. (2012) , corporate brand image significantly affects customer satisfaction and customer loyalty, and customer satisfaction has strong impact on customer loyalty.
Product quality had a significant effect on customer loyalty, this was in accordance with the results of Halim's research, et.al. (2014) ; Thakur and Singh (2012) ; Jahanshahi, et.al. (2011) . This meant that customer loyalty could increase as product quality increased. The quality of the product that needed to be improved was from the indicator of taste and nutrient content.
F test was used to test the simultaneous effect of brand image and product quality on customer loyalty (Table 9) .
Based on Table 9 it can be seen that F count > F table is 12.791> 3.10, so H 0 is rejected and H 1 is accepted. This meant that brand image and product quality together had a significant effect on customer loyalty. These results suggested that managers could increase customer loyalty through improved brand image and product quality.
CONCLUSION
Based on the research results, several conclusions can be drawn as follows: 1. Customer feedbacks about brand image, product quality, and customer loyalty of Cekeran Midun were at good level. The lowest dimensions of brand image were affinity and domain, which included life style, the level of equality between customer perception with the product offered, product usage coverage and similar product type with the brand of Cekeran Midun. The lowest indicators of product quality were the level of taste and nutrient content. The lowest dimensions of loyalty were the creation of prospects and buying outside the product and service lines. It is important for managers of Cekeran Midun to improve some ingredients: for example, innovating in taste, adding nutritional content, and also developing new products that follow lifestyle and anticipate the development of competitors. 2. Brand Image and Product Quality simultaneously influenced Customer Loyalty of Cekeran Midun. Brand image had no significant effect on customer loyalty, while product quality had significant effect. It means that improving product quality will increase customer loyalty. 
